Introduction
The organic industry in the United States has experienced continued growth. Sales of organic fruits and vegetables comprise a large share of the total organic market in the US, representing 38% of sales of organic products. Organic fruits and vegetables are sold in a variety of market channels, including direct markets, wholesale markets, restaurant/institutional buyers, and through community supported agriculture (CSA) (Park and Lohr 2006) . Besides profitability, quality of life is an important motivator influencing growers' choices of production practices.
This study aims to examine the determinants of farmers' satisfaction with farm profitability and quality of life and the connections with market channel choices for certified organic vegetable producers in Wisconsin.
Methodology
This study used a mail survey to collect information on farmer satisfaction with their quality of life and farm profitability and factors believed to be important covariates. 240 surveys were mailed and 135 surveys were returned, with 97 being active organic vegetable farmers in Wisconsin.
Response to the satisfaction with farm profitability and with the quality of life are ordered from very dissatisfied to very satisfied . Response options for marketing channel participation are one or more of the five choices including (1) farmers' market, (2) wholesale, (3) restaurants/institutions, (4) CSA, and (5) others.
The ordered logit is implemented to examine factors associated with organic farmers' satisfactory level with both the quality of farm life and farm's profitability.
In farmer's satisfactory levels with quality of life equation, farmer's satisfactory levels with farm's profitability is also included as covariates alongside all variables included in the analysis of farmer's satisfaction with farm's profitability.
As farmers can choose multiple marketing channels and the choices may be correlated, we use multivariate probit model to estimate the effects of a set of explanatory variables on different choices of marketing channels. Other variables such as gender, years in farming, education, age, if having satisfying hiring and record keeping system, and if having off farm work do not have significant effects. 
Estimation Results

Conclusions
1. Farmers using farmer's market and CSA were more likely to be dissatisfied with their profitability. 2. Compared to farmers with <5 acres land, those with 12-25 acres of land tended to be more likely to be dissatisfied with farm's profitability. 3. Farmers renting all of their land and using loans from bank to finance their seasonal operating expenses were more likely to be dissatisfied with their farm's profitability. 4. Farmers with 12-25 acres farm were more likely to be very satisfied with quality of life. 5. Farmers who are more satisfied with farm profitability are more likely to be very satisfied with the quality of farm life.
Policy Implications
An effort to assist farmers to increase their profitability in market channels that also provide a higher quality of life would be beneficial. 
